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mms C9jidiii«K infoxasUen-Qsvi Zadlrldiial'fi. Social 

* >tf«;inEB. ittf 71 ., 

'^^^ psa^tattfl at the innwL Bettlag of tht 

U Smatfel«^^sMagton, Augiiat 13-14, 197S| 

, ' *. *C^<jnsti««r iisoa©Blesi icoaoilc Factdtgi *Feial«s| 

*Pi«4icWr ?ajii.lilas| Pttscliaslaf I ♦Soclai raetotsr 
Soci*al R«lati©rfs - , • . . 

-te -PftSccAate of cea»»t4eB was eMdoettd to "arte rata* tic 
•ff«e*s th»ir -b/ifctflot atx .ta4iv^^ (artlguitf 
a|5B«r c«ifcic p^©4a«t», ^ttee aaoant ■eae? 

fl^S^^f^K"*)^^'^*!?' and .sii aoci&l Sai4abi,es 

aistia«si94VB»tie eetaetie*, . aBonat o£ para'ottal int«eae-tiqa engaged 
^ iaif co| jpie&tir« an*ei#st la eo«i«feicB, p«M«ptioa ©f ' slailarity of- . 
pioan^t p«ff«f^snets to th©s« of ft Una*, aad role in tiansBltting 
iafocBttioft to o*h««) . , fht sBbjefcts iwi* 30S les^Ottd-ents "Bho * 
c£iplet€a^5tt«s'tlonnaipts taaaoiay dlsttiboted to as«rs of • 

eiJSBitlci la BadisoaV tiacoasl B, inalfi^s of the' rasa i ts ladicat ea " 

• t»at -til© stfr«tt^t^t piredletota of 'iafocaa'tien-saokiag b«ha»ioi aiong 
t»t iadlvHttai fatiabiea were SBbijgatty aboBt'Cosaetic .proaacts, age^ 
a** tSncitlei, and that the sttorig«st pcedlctocs aaong tie social' - 
iftttableaKaaf pwcilred aocial otillty of eo«Betiea, intetfeataa 
iBterpaciMa'a cll^eiissloa aboat cosaeties, .and perception of 
aj.illarltf of jtsdflet prefecaaces to those of fcienas. (fables of 
c^stilfes ir€ ittfTtaed-) 
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* Stptoaact io«8„8iippliea .by iDRr-are the best that can be aade • 

* ,froB the orl final aocoBtnt. * * 
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tioa se^lBf on the liTOl e^ l^^f^^^^W. or ^©4uot cbwiMe?lstles suofi^ 

Udall, lp6i*i Stimm StMiia, 1972)/ lapaialt in thesr studlM wrr 
t^ia asaimptlens that the CD|is\MerVs cc^ifilcatioa TbaM ocetiri in 
isolation ft^OT thi reit of his io^liJ^ liW (Koyer , ISST; VaelsaiJi, ^ 

mi reduction of aactrtaint^ pOit-pyrabAB^^W (CBaffee and 

MsIi©od| 1973 ) * Howr©!*^ rw^t rasaarQh la msclsll»a3y^ «eas su^tdti 
that the person's infoxmitlofi-Me^irif teha^OT is not «i Isolated events 
Ip hia life m4 that e^^l^atlons for InfcriBation steteiBg. cm often 
tof ^aat Mhievad OS the iBt^rperscflaal, leviel of snalyalB j ^tbat is, on 

.the hails of a parson's perceptlop 'of his aaquia.atan^ei aaid hov they 
view the object of InfortiBtiOT (Chaffe*, l||2'i- Olerka, :i97l, 1973 i Chaffee 

. M<f4wL#6Ai 1973i Wptrd Md Gihsoa, 1969l Rms ^d^Paisleys 1967), v 

V / Ihii^stu^ty ^ooiises on the tffeeti of t^a, consmer 'a Interpereoaal^^ 
or iccial yariablas.Qn his info2™tton--s[ieklrie btha^vlor .' It also com* 
pares ^ttfe povaf "oJTbis type of v^lahles with oonmonly uied iiidlvidual' 

: ' ' r ■ ^ ^ " ^; ' ^ / ^ ^ 

idha^aoteristioB * ' 

" - * :BACKQROtro ;^ . ^ 

Stvtrai models 'of Intt J^ersonal per^aptloii aasvme t^t the in- ^ 

dividual *B hahavlor li not ^ singly a funotion of his owi private vorld; ; 

It is h^ed upon Sis perdeptloni of the orljentatl^s herd by others 

=> . . ^ - " . ^. . \ 

^qub4 hiff and hia Qrlentatione to thep (Ni¥CO»b, 1953 i Lalng #t al,^ , 



^- a person's ecmttpcatioK tahavier ao^ths Imml ot his 
^ ist^rB^rspnal or soelml relations * • ^ 

Bre'^aus rtstsr^h sla^estg tfcat m t^lasatloo for en§*B laforsia* / 

ewsple, cm awgr iMk Isfo^BiLtioa ft-wi the mais media to fora Is^/ 
pr#iitDss^ of ibhe klad of pwplf ^h© buy aartslH prodTicti or branda, 
M4^te^g^ usoelatloms of aptclflc prodiicti with yw^iouB life 

styl#s (Of 11^, 1963; War4 md Vactoaas 1971). ThmBm utllltjr" 

formlag to ^^p^rotlTred e^tctatloES of others^ ^tliat Is^ gauitiig Trhkt 
Dttotrs will think If ctrtaiB tibairlori Dcew (Ward ast Olbeonp 1969; 
ClMktj 19T3)* 

Individuals say also setk lofornaticn to provide a bsal| for later 
lEt€rT?erao^^ comiMileattcnp Suoh "aosmattleatlon-utility'"^ aotiiratlons 
may a^]^ to situatlonB vbera onm Is Interastad In dlsct^sinf the suhjeet^^ 
natter with frleiidi wd pereelyas ^tat likelihood for fatm^e dlicuaeion 
of { the topic due to the trmqumnQy of hii ifiteraction vlth others (Chaffee 
and misBCi, 1973 1 ^aes ajid Paiileyg 1967), ' . 

Some previoiis research alio auggests 'that. Individuals stak'ln- 
forsaation for social cOTOparlsofl reasoas. Such fflotlvatloDe are support ad 
hjr Peitingar's (195^) thaoiy of social eqmparisoTi and appeal' to' ha at* 
TOrk vhto the person perceives hinself to be similar to others on glv^eri 
■attributes (Jones and Gtrard, 1967l Clarke, 197 3 ^ Chaffee and ^Leod^ 
1973)* Social eoDTparlBOn increases the stability of a perioa'e evalua- 
yicni and offer's an occasion /fopi efepressing affection and other Inter- 
personaa regards (Clarice^ ISTi", 197 3 j Chaffee and Mcleod, 19T3). 



It^to-fithers* Fpr exaiple, u opinion liade^-' laay visji to obtain In-^ 
format lari ml?out prodwti trcm GoMim^r Reports ^to Influtnee ottarg "by 
sbowlng Q^inolsdeurihipi s^gtstimg etatms or asiarting superiority 
(^B;^©v 1955i 1966). Sueh an .Mtiaipatory "role" nay eonditlon 

th# periotf;*a iaforip^ (Tipton; , 1970; At^lfls 1972) . 

fta th^ imm%B of the ftndings of these- studlaE w deQlded to test 
tbs p0vtf of sush SQOfal typ#a of wlahles and Qo^B^m th^ wltb tbe 
eonrtonly ind^iiridi;^ chu^acteristlps la predicting two dtmenBlQns of 
aonsusar inforutl;<te-ieeklng-'^ahavlori amounts fand types of Infori^iatlon 

' ~ ' . ' - 

t^mi iy t^yayft of QOBaatics.- Ces^tlce eemfd an attractive product 
qategory ,tpslnvcstigati i^nly due to laok of iBftrfflation-iaaking role 
atrwttyfeSs vBtch are ^ Jre sent in thA ptirdhaiing process of several 
types of pro4i2ots (aLgel et al. i l§73i p. i*ll)t and 'because users of - 
*coametiC8 are likely to be dpnctrned 'td.th the klndi of products they buy 
and, therefos'eS ar# willing to seek Infpi^tiOB* 

fin the present research bm fccufe was pd six "Indivlslual^' and six 
'■social" TOrlablei* On the 'basis ^of^ 'previous research findings we 
expected the follovlng Individual variablea to correlate with inforaa- 
tion^seeking behavlori ^ ^ . . . . , 

1^* Perceived'-produat. adbi^^ilty ' ' 
> 2, ^S^ice conseiouantas f ^ > ^ ^ * 

3, IncOTe . . 
J*, Money spant on cosmetics 

5* Age * ' . ^. ' = 

Education - . * 



If 



These 'itfe ffttrly •leal of the kl^^ 



stikiei Of cons\m« Inf^patlon-^ be^vior (E^gl tt al. , 19T3i 

Hewin m4 StMlln, 19721 HmnMto and Lo<^enan, 1972). In addition, we 
eiq«cted that, on the basis of the resulti of Btudles rmyiewi. earlier, 
Infornatlon seeking woiad be related to the followlni mix so^i^ varla- 

1, Sealal utility 

2* iBterest in latarpersoaal disQMBloa 
' * , 3. Personal intaraaticfn 

k, Ccm^J'atl^llll^atardst , ' 

5^ Cci^aratlw-product prefartaca 
6, (pinion laadai-ihip 
ma ioeial utility vwiatla was a oositruat of inttrparsonaL pareep- 
tieM irtth respeet to tba social ralavmce of ooiTCtios to tha raBpottdant 
(Ward and Gibioat .19691 Wai'd mnd Wactaam, 1971 1 Cle^ka, 1973), Interest 
la intarpersDsal diBOuaslon ^d parsonal IntaractiQa ware yariablei de- 
signed to tap tha parian's aomimleatlon utility of inforoatioa (Chaffee ^ 
and McLeod, 1973; Bees and Paisley, 1967)-^ Coroaratiye interest, l^n , 
cosmetics and ooTOaratlve^product preference vara oparatlonal deflnltioni 
of the parioa'^ sQOlal co^arlson (Clarke^s 1971| 1973l Chaffae and 
JfcLeod^ 1973). Opinion leadership mi^t seem an Individual variable, 
hut vhan one donslders opinion leaders '"^otiyiitlorji for infoMatlon seek- 
ing (Engal at al^ 1973) it is probably more properly classed as an 
Indax of one's social role in transmttlng inCwmatlon to pthers (Atkins 
19T0; Tipton,' 1972). , . 
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Data for^the^tsMt etu^ wre oollect^d ^tiaitlonaaiires tm- 
dg^y iMstrlbutii to vomtn uaarfi of eas»etlce In Madison i Wlsoonila^ 
(pepii&tion iTOpOOO) ^ dm^iag the neath of Ilov»ber^l9Tl*. Sai^llng jro- 
cefturei Involvtd rwidm saltation of shojpars Jp pw*kiag l«as 

aad stalls la %hm oity.'s thrM imln ihoppln| oaateri plus patroas ot 
selacttd stores in thm dowatewn shopping ^ta, P^At shoOT^rs vart - 

aad asked If they wre uslag eosaetlQs* If th^ «asva«| this queitioii 
vas 'V^^*" ^^^i awaked to collets a ihort suryey a^ome aad rttura 
it prca^tly la a self-adtoeasad ^stas^ed tnvilope. ^eetionnalreB were ^ 
issTied to 1*08 ihoppirs who a^ead to aoeparsti. 

Tha luastleaiialras ^ontaiaad a list of 19 coimatle produati vlth 
a blank for "others" ; reipondents vera askad to ahtck those products tHat 
thay had haen hujrlag wd using* A raspondent vas ineludad la the final^-^' 
sample if she InUoattd that sha had hoi;^ht and used at least three of 
tht following fiire cosffiitiQ produetii ptrfumij face makeup base, hand 

i, 

creaa or lotion, llpstiok , and at least one eye naU^eup product I The 
selection of these products vas made on the basis of the follovlngi 
(1) previoiia factor Malyses of cosMtics perforaed by Wells (1967) 

i^lng large national sMples; (^) interview's ^th salespeopla; (3) 

' - i 

a pretest. It was thonight that thasa five products were fairly i^pre- 
iantative of the Kinds of cosmetic products woaen wast often use^ 
Tie final aa^la lasid la this study consisted of 206 respondents 



i»^ ttgAfp g py^m* to each jfWQhm9%3 conmmmrB have vwlou anoimts of Isfor'- 
aatloa aboirt ftTailablt prodwts itored la thalr .at wiy ^vea poiat 

la tlmt (iB^lsrtl ^^1966rcl«rtoa 197i*)i aad vbea are 

^i^sed to lafOTMtiea ibe^^oduets thi^^t llktly to look or. ask 



fOT SOTietMaf th^ da not a]j-aady ^C3w ( Chaff te md^McLeod, 1973 1 Eagal 
et 1973)* ffirtM th€ t^sk of Maswisg a parson's iaformatloa- 

la arimt to ov^^fene this prdBlOT^ laforiastioa seeking vas daftaed 
la this study as ?aa t^q^essed need to flad ^Jfc SOTethlag ragardless of 
tor wallsble that 'soBiethlsg* Is" (ClvWi 1971* 355^) # assw^ag that 

those ¥ho have the aeed for laforaatloto vUl attend to it when they are 

2 

givaa the opporttmlty to do so, 

^ ' j 

The raspondaat*s need to flad out^Qmething sHe does aot alraady 

toov ahout cosmetics vas maaswed 'by asking her to stleet trom a list those 

piacas of iafomatlon sha voi^d like" to know hafora huylng a aav bread 

of each of tha five salectad producti (parfuaaep eye sifceup, face makaup 

hasa* haad craam, aad lipstick), Tha list aoasietad of six itams vhic^jp. 

vara selecte^ for tha questioaaaira from a pretest Md ima daveloped on 

tha hasls of pravious resa^eh flndlagi and inteirvlevs with siJ.es 

parsoanel. Appendix A lists the itams that vera used to measi^e in- 

foraation^ saaklng Mid corresponhing meaiwes used in prevloui studlei* ^ 

Indfexes of the Mioirnt of Inforfflatlon consuners requested on products 

3 

were coastructed by s\Bi2d.ng responses across the six items* Indexes 
for taeh of the six typei of laformatioa vers Gonstructed by suMing^ 
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peipolte^ "acro#s tha five proAuets* A gen«sl ind« of infonaation 
saeUiig W5 also araftrwtaa % measuras. mis lad^ 

r ■. " • - ^ 

is4 a naan mlw ©f 9.6* a itmdMd devlatioa of 5.^ wid a rMgt of 0 ^ 
t0 as I wJ,u€8 vhlah Ma rmry eoBparaMa to infornatlon-seekimfi ieores 
reported by HewMs and Bl^lia (1972)* 

if'. 

The prifee ccnicloiigpeBg scala eongiattd of four It^i^ similar to 
^j^se wtd^^^ Md Wf art (1971). A t^lcal ItOT of this scale, was i 

^•l ftnd ^¥#Lf ehacktng tha priaes'of aran email cosmatlc itfflSj" with 
tbt rtspondmt sj^tctad to state tha axtant to which she a^aed or dis- 
agraad on a flvt^point^Lika^t type scale. All four it^as loaded sig- 
nificantly oa one factor and had a split-half reliahlllty coafflciant 

of .75. " 

The ptrc alyed*yr^uet amhleri/ty scala vai siMlwly oonsti^uoted by 
swmiiig foiir it^ais that load^^sl^ifioaatJy on tha hypothasi^ed fsator, 
Iwo epical i%wm of tbii scale ware: ' "I oftea find it hard to daaida 
* * vhioh cosmetic prDductB hast^^lt me" and "I csmiot tall the dlfferenea 

l?a^waea trandB of most eosiftetlc products I buy," '^ie scale had a rella- 
^ billty coafflciest of .T6. . . 

Iht social utility scale consisted of four items that loaded heavily 
on the hypotbasl^ed factor. Two typical Items of this scale werei "I 
think other venen often form Impressloni of me on the hasls of cosmetics 
I UBi^" and "I am often concerned with the kind of impression friends 
/ my fonn of ma leoausa of the cosmatles I use,". with the respondent ex- ^ 

ptctid to indicate the extent ^ta which she agreed or disap^eed on a 
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f4V%*'poi3it Iilktrfc type sc^e. 5^i8 seile had it split-half reliaMlity 

ItitCTagt In Interpersansl dlseMsion about aesMtlos vas ataiwad 
t^f Mktflf tht respeadant to indieate on a flve-potnt "stron^y ap-te* 
#WMfly disa^te" sc^a triathar sha "likes to talk about coiaatiai 
tr^tft ri*l0adsJ^ ma raspandent^s persopel exposure to people v±%h 
ii^caa sh© ts liktly to^ be dlBcusslng aosiaatias wae an Index of iafoMal 
j0«o&al wpQBura (Refolds and Di^dan, 1971)* the reapondant was asked 
t^jjdldata the approxlitota tlaa (ifl hours asd slnutee) sht "sptsdi ' 
fitt fl^lands or aelghbors (away from vork) on tha averaga day of the 

Siwaa soaial iCQMparlsoa inTOlvae "o^ttp^ing onaaalf to thoaa in- 



aa is min^^ on giYan attrlbutai" (Fastlngtr, 195^; 



dividuala vltb vhom hi 
JoW^ Md Gera^di 1967)? w approximata i^asura of ona'S social oompwl- 
4x^Xk la ballavad to ba tha extant to vhlch ona parcaivas himBalf to be 
#lfiill%r with othars on sueh attributei (Jones Md Garw^d, 1967 1 O'Keefej 
J9T3)* Tw variables vart uiad that hava baan suggaBted by previouB 
i^itaM (Clarke^ 1971* 1973; Ghaff aa and MeLaqd, 1973). The first v^ari|- 
^1% Mi tha person* B conparativa-produat praferaaee ^ that' is , the axtent 
*0 wKlob^a responiant pireeives har product prefarenoei to be simlar 
■to thoia of \ har friends* This variable vas measm'ad by asking the 
^^apondaat tA inlicata on a five-point "strongly ap-ea-strongly disagrae" 
#caie ffhetber^#tveral cosmetic items she OTOed vara similar to tho*se 

Ser friends.'- The second measura was the person's comparative interest 
ift coimatlcB* ^is variable tos maaim*ad by asking the respondtnt to 
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indj!eftte:gn A algjlaf five-point Bcale vhether she was "more Intepeated 

I . / : ■ ' . ' ' , 

into a tbrta^polnt soala ¥lth lov v^\^s assl^ed to the axtr^a ande 
of the ori^fi^ scale, ' 
Finally, tha opinion leadarBhlp variable Qoniiitad of four Items 

ilmilar to tfeipsa i^ad in prai^l^pus etiadlas (King ud Symnari, 196? I Rogars 

? . ■ . ■ I ^ 

and CarttoOi i962; Raynolde md D^dan, 1971) that loadad si©alfidantly 

on tha hypotite^si^ad factor. A typioal itam on this loala vasi 

ftiands o^ nal^borB often ask sy advloa al3o:i^t coimatics*" RasponsaB vera 

rabordad on a' flva-polnt "strongly a^aa^stron^y dleapraa" Llkart typa 

scale* Thij Vcala had a split-half raliahlllty coaffloiant of ,88. 

^Inf^Utlon vas also oht^nad tram raspondants on thalr aga^ IncoiM, 

aducatlOT, i^d tha approxlmata amount of iwnay spent on eosmatlas in 

197^* K^Oisfoimtlons ware mada on the Ine^sa scale to account for 

the middla-inc^ia considers' tendency to ^se more, information than cdn'- 

simers in other Incoma oategorlas (ingel at al*^ 1973)* 

- MMiYSIS AND RESUL're 

Table 1 shows correlations of tha independent vwia'filas with each 
of the tvalve crltarlco maasi^ai* Approximataly half of thaia correlations 
are sigalficantly different from zero (P ^ ,05)* 



Table 1 about here. 

Of tht 6h sl^lf leant relationehlps reported ^ approximtely two- 
thirds are eorralations batween eoclal variables and the criterion 
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sliMiirei *' Che ratio* of ''iodial-to-^ifiaiviaual si^i f leant . rilationshlpi 
is even hi^er (2 to l) at the *01 Itf^l. ^ / ! . » 

^ assese the relative i^drtMce of tht '^^^ la 
seeotMtirii for varltace in the oriterlon Masurei, stepwiie jmalysas 'vera 
rim on ewh oae.of the dependent neasuress Mtragting>nly thOia VMfIa**, 
bles that corrtlated at the *ld level of ii^lfloanoe* 

^"ra'blas 2 aad 3 contain stepwiBe re^aision data for the amoiant ajid 
tjpe of InfOTsatlon seu^t. Each tahle shovs vwiableB in order of entry 

'iter it€pafripigf»i^ 

2 shawl predlotori of moimti of lafomatlon s^ueited on each of the 
rtvt products as well as the ag^egate infomatlort-s|eklng' Index, labLe , 

3 stows predictors of ttt t^ea of inforaation deiired by respondenti* 
Thm tahles also report miJ.ttpla oorrelation ooefficienti at eiach step 
of the recession analysis and the heta odeffleient's indicating the ' . 
relative Importance of each predictor in the respeetlve re^tssion. 



Tahlee 2 and 3 aholit here, 



Individual Predictors - ^ 

• -' 

rhe Indivldi^ predictors aceoiinted for significant variance In 
the amount* of Information consumers requeeted on products an4 the type 
of infonaation desired, TOie strongest predictor among this set of ' 
varlahlei was percelved-product ambiguity* It appearM in newly all 
equatloni. Specif ieallyi this variable was a powerful predictor of the 
consumer's desire to obtain infpmation on face makeup base and the total 



... _ ai 

aisoujat of iftfo*Taa.-tion re^^ested on the five eosmetie products > a,ccouri-ti»g 

# 

tor over MLf of ^^m variance in mcU Q^m. Firoiv^ed^prod'uct ittbiguity 
mi BlBQ a ralr"ly ge^od pr^dictcir of iafo^ia^l0n req^tiast^d on ^ye ^e%ip 
and Mad cream (^sble 2), TOe data apjt^r "be la line ^th Oo^'m i%9&l) 
reasoning suggesting *hat those eoiiBiffle£*s %?ho a^e confron-bed .vlth affltl- 
piity or meerfcaifitir seek addi^ionai Information in order ±h wd^rstafid 
tbe aontesrt in vhJ.cli a decision must be ^de^ ^ 

Pero ei v^ed^pr^diict amli^Lguity ms a good predictor of the aon- 

seer's desire fos' s^tcifie t^rpes of Imtoi^tt'on (rabli 3)* 'Ihoat ; 

J' 

- a 

vhc apptarid to be ecnfrocted ^th jroduc^t ambiguity beaded request 
'■bTadd^-ralattd irifoTrnflt-ltf^n^ perhaps a.s a- ineaas of reduelng risk 
(Bauer^ I960), msy are also nore likely to turn tc "experts*' ( ^.0*^ 
laJLi^peOpai) . The latter finding aypears to be coaiisteiit vtth data 
r#Dorte4 to CoLeman and' others (1959) and f Inilnsi iaform^ioml social 
iiifluekce rejOE^ted b^ Deutsch and G#raJd (1955) ^nd BsueJ* C190O) . 

Aixotlnar ittdi^idnial pysdictor was age. mis vajl%bl€ was 
po^trfuJ. in jre-dioti^g quantity of Infci^tiDa destyedby coa^m^rs oei 
products ratJiir ttian afl^ specific type of lEfomation. data 
sii^eBt that older people are least llleLy to seek Inf ornatiofi 0x1 
cosmetics ^ a^d they are least likely to seete iiiform^tloa from friewas . 
SiiBilar findingi liave beeifl reported W Ka^tona find Nfuelley (1955) aod r^ew^iu^i 
in4Sta.elin (1972?, 

Eiiicatl^n i^as another v^ariable that ms nfigatl-vel^ xeXat^a to 
inrformtim stelirig in ali three equations In ^hieh it ajpeared. 
Specifically 5 tie di^a ii^gest that the lore formaj edu^'auia^ a u<^em^u 
us^r hai, the'lesg istertst^d she is iri mm^ing Inf^iWtiori qmj piioauut 
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at=tritutes, or in examining the consmptioa beha^ioT of others. TWis 
fiiidi.^g eoiitrailc-fcs yt^ultSs Tepor^td by Katcria, and MiiilJer (1^95 5) - 

Is it Ta^tialXy supporttd by m^mii and Staelln *s iWlS) findings 
cn prepiiTchaae inromatioo seeteiog ror nev cars and roajor househe^ia. 

^ _ A 

Social, pjedietoys 

to^ng tlii iocia.1 ^arlablM -bested, soQiai litirity iras the str^n«s* 
prediotoy of the r^ipondint'^ Intomattori-iee^ng behavioT;' it appeared 
in *han Salf the e^ua^ticns arid- ¥as a. f&iriy good jredictc^-r at 

^ botl dimensloriB of th^ con^mer *s coMUJiicat ion behairior axaairied., 
Specif leally -the sc5olal-utlll-ty variable predicted very wellytKe momt 
of Infcraoation censimers wwi^ed to knov abou't perftmfi, iuggesting that the 
extent to which consujaers confiiaer others' pereeptioris in a pur-chese 
dficision may be jaedia-ted bjr tKe "TlBbildty" of the prodxict In »6oial 
ralstlens > Hils influinee process apjears to arffect their imfomation- 
seeting behavior, Sinoilsr. findliigs have beer3 peported Wajd and Gibson 
(i9S9). Sociaa utiaity wa aiso a good predicttjr w ihe^ omuuul ur' 
infoTmaticn ooiiSiaBers requested aa hand creaio, sugibB lius thai -,uwi„j i„ 
fa^uesce processes m^y also tfpe rate la n^ii- vis Ibie tiuaaumpL Jwt. . jLi«Li.ab 

' rt &lso appeal's -that -the anoujit of iniorta-iice a conBmei- eAiVhcUBt, 
to tme Tf«rioH3 tjrjes oiT tnfomation is »«latp to tor p«mapuiotii of 
hovo-fcheis evaluate certalfl oonsumptiyo. behancrs . The a gylai^-ufcll ity 
vaii able predicted veiy w«i], tKs iomumf'a nma tar £ia4Lm out, i,^aa a, 
lirfe styles associated vi-th cetfta.in brands. This finding ia ai^w u.u 
sistent with siallar lintfi of reasooinfi regarding t.ite syiaWii ^ u*e„i4u6 



cons\aa7B at-tach to prodiicts aa4 brands (Grutb and a|athvQhl^ 1967). 
Wh-ftt fa*^tQj(s) motivated the respoiidents to find out atout Ijraiids car- 
ried ly specific stores is not Tsry clt&r. ^ Perhaps, th,ey feel that ' 
otiar's Jud^t thein on the basis of the store from vhich they poy their 
cDimetici (Levy, 1966^ p, 153); they^may also ha Judging trands on the 
ba^is orf t lie t^e^f store that carries them, as a means of reducing 
socia.1 rUJt C Bauer., I960). ' % 

Th# respondent ' 5 taterest In Interpersoml dlsciission vas another 
ata'oag predlotor, Tahlei 2 and 3 showi that this v^ariable va^. a better 
pr^dlc^r rfo^ Mounts of informfltion requested on sOTne products (perfume ^ 
liJsticHj aid face makeup tase) and for certain types of informattori 
(FCVB), Ttiuss those consumers who are Interested in discussing the 
lutject with their ft'iends seem tp find inforniation ntfore useful than 
thfiir coun^arparti . This finding suggestE that information laay 
aotJght to te "sharad" vlth others , The high correl-ation betveen this 
vai'iaTjla atid the respondent's need to "checic'* with ft^ieridB before she 
3ieW costtietic items further suggests that inteipersonal coffimujiica- 

ticPn Slay" focui a ^eat deal on reinforcing one another's behavior, a 
f 

practice ttaat TOuld mke for pleasant convirsatlons (Chaffee and McLeod , 
1973 i CLarlce^ 1973 or that she may have the need to conform to tha 
per*caived expectations of others 5 a sitiiation that vo^d also create 
fu^h« pleasant discussions (Clarteeg 1971)* 

CoMat*ative^ product preference was also a fairly^ good prs-diuLwir 
cf inforina'tioJi seeking; it vas most si^if leant in accoimtlng for vajidAioe 
In the reipondeiit desire to obtain friends' opinioris prior puraimj 
data g^AggmBt thsA those consumers who tend to view their ^reecnt 
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coniimptioa preferences ai being simla^ to those of their ftiands are 
more likely^ to hav^e the need to coapare their evaluationB of nrw consimp- 
tion situations to the evaluati©ns of their friends. Although this 
finding is in, accord vith the social cociparison theory, the data could not 
provide information atout the direction of causality. 

The rtmainl riff social variahles vere less powerful predictors. 
Informal personal exposurs and cro^aratlv^e interest accounted for^v^ery 
little variance. Opinion leadership did not enter into any one of the 
equationi^ althou^ it vas fairly well aorrelated with seyeral dependent 
measures (Table l) . A possible explanation for this might be the high 
intercorrelation of this ysj*lahle with, othsr equally strong soeial pre^ 
aictdrs such as social utility (r ^ .33) and interest in interpersonal 
discussion (r ^ *^2) . 

^ DISCUSSION 

The resultg of this study suggest that the consumei '^ 1 iirorffkAtlon 
Beeking heharlor is not an isolated event in his life* Ona toy seek 
information oii products aot only to resalve internal problems triggered 
by individual or produet characteristics , but alsu to u^e this iriruiiua 
tion to fulfill social iieeds arising diunng proauct cunsunpiion axia 
interaction \flth other membex^s of the aociety. 'nimd^ fluairi^B a.r»s it^ 
line vith resiilts of prevT^ous Itudies (Bees and tt^i^iay ^ 1907, Cl^ika^ 
1973; Chaffee and Hcleod, 1973)^ 

The relatlYe significance of th^ t^^xuA aiid jiidiviauMi vmiaLi^^ 
used in account lag for variance in our yiforuiatiuu^-s^eKlng ineasurtts wus 
about equal ^ since, in exanining the results all Lwsivs rc^je&eia*^ ^ 




it can be seen that of' those variables that were signiftcant in predicting' 

various aspects of the respondent's infom%tlon-seeklag behavior about 

half were "individual" and half "social." These dati do not support 

s 

findings of previous sti^dits of inforinatiori seeking which fav6red^ social, 
v^arlables '(Rees and Paisleyi IQST, Chaffee and {-IcLeod, 1973)* 

A > 

= ^ Although it TOuld seem i^asonahle to assMie that the relative 
Importance of soclaJ-^ver-indiyidual vaj'iables in e^cpla^tnlng one's _ 
' infoimat ion- seeking behaYior is a function of jroduW^lslblli^ or the 
kind of information under consideration (Ward and Gibson , 1969 )i these 
data do not adequately siipport this line of reasoning. For exmplej 
the social-utility variable was strongly related to the respondent's need 
for Infomation on brfmds of products (face makeiip TDase and hand crea^) 
for which brand names are miidentif iable ^ and her need to find out 
about the storeCe) selling various brands, rhls finding su^geets that 
group influence may operate in nonvislble consumjtion situations because 
it is possible that people my develop assoclatione betveen brands of 
nonvislble products or stores that carry then and the kinds of people who ^ 
use such products or shop at certain stores; and they maj gauge vhat 
others wdll thini about them as persons because of their brand prefereoces , 
if 'they are asked to talk about their consmption habltB . Findings on 
infoTOation seeking about pop music reported by_ Clarke (1973) folluw this 
line of reaaoniiig. If future resew^ch produced siiailar result s ii wuuld 
be useful to develop a typolo^ of products that are eusct^ptible lu goc-ial 
influence^ using criteria other .than product visibility (Wackmanj 1973) 
These findings also suggest ttot a person may seek iaformatiun to 
use in future intaJpereonal discussions, Hovever, it is not clear whmiu^i 

V7 
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thea^correlatlons indicate a " flov" of Information, "opinion leader- 
sMp7^"reiiiforcement^' or other'types of social motivations (Engel 
et al. , 19T3). I* could iDe useful to detemine the kinds of Inforraa- 
tlon" a person seeks on prod\icts to "share" with others (Clarke, 1973). 
Research '"In this area could ihed addi-tlonal light into the prodtict 
dlffuBlon process/ ' 

rrirestigation into reasons consnmers seek information froP 
■personal ao-urces and eiigage in social conparisons vould also be useful. 
' Tlie flnaingi in this study loiggest that social con^arison processes m&y 
■ hm at wrk vhen the indivridual is ^certain atout the correctness of 
h#r Judgment aiid vhen she has the jie|d for expressing pereorial affection. 
To the extert that the marketer woiild know .the nt^tare of social influence 
reLatad to Tils product he coiad he ahle to determine tHe XindE of informa.^ 
tlpn that are relev^ant to consumers and ^sources through vhlch such 
infoifmation shouad he made available to thm. 

' F^ure reaeareh in this area sho^d investigate aiffliittr *4ai • 
tional a>cial*variahles, preferatily in the lahorato ry (Tipton, 19T0) - 
Siich research could reveaa prolucts for which information satis ri^a iiaea^ 
after the purchase^ motivations for iociai uses of inrox-sm^tun, ^ad lu^ 
kind of Infornation that is diffused in the system. Such lafum^liaii 
could assist marketers in desipiing effective comiurilcation carapaiMaa 
uid could suggest to them the kinds of inforaation that shoiila he 
made availa'ble to various se^ents of the market at different points la 
^tlme aad perhaps through j/hat channels* 

It is also possible that additional individual predict-ors can ^ 
used to aceouat for variations In a cons^er^s informations-seeking^ 
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behavior. But this kind of predictor has feeen widely used lay Diarket'- 
ing and coioaunicatio^researchers for some years with few impressive 
findings in terms of "variance accomted ^ for even when powerful 
statistical techniques were applied (Ne^mn and Staelin, 1972)./ It 
stems reasonahle to focus more research attention to social predictors 
where the prospect looks at least as promising. 
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APPENDIX A 



TSm OF PRODUCT- INFOWdATlON^SEEKING INDEX 



Itern 



Previous Corresponding 
, Measure 



1. ''Friends' opinions Niimber of out-bf-store Katona'and Mueller (1955)^ 



of various brands" 
(POVB) 



2, "Main differences 
'between brands" 

{mm) 



3. "Available brands 
on the market" 
(ABOM) 

k , "Sale^persbn* a 
J opinion of 'various 
brands" (SOVB) 



5- "Brande carried by 
a parti cular 
store** (BCPS) 



'*What kind of 
people buy cer* 
tain brands" 
(KPBB) 



informal personal 
so^ces contacted 



The extent to which 
consumers sought 
information on 
product attributes 

Nmnber of brands 
considered 



^I^e extent to which 
respondents requested 
la f onmt ion ^om 
■salespersons 

Nimber of stores 
visited 



The extent to which a 
shopper examined the 
consumption behavior 
of other consiMers 



LeGrand and Udell ( I96U ) , 
Neraan and Staelin (1972) * 
Claxton et al. (197^*) 

Katonaand Mueller (l9_5f ) / 
Neraan and Staelin (1972) ^ 
Neiman and L©ckeman (1972) , 
Claxton et al, (197U) 

DomDe^iith (1965) . ' 
Clax-^^ et al, (l97U) 



Katz and Lazarsfeld (1955), 
Claxton et al. (197^1 



Katona and Mueller (1955), 
LeGrand and Udell (196^), 
Newman and Staelin (1972), 
Claxton et al. (197^ 

Katona and Muellei^ (1955), 
Ward and Gibson (1969^^ 
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STEPWISE PREDICTIONS OF ^OUNT OF INFORMATION 
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SOUfflT ON SILECTIB COSMETIC 


PRODUCTS 


- - ^^^^ 


Prodiict 


Predictor VariaTDle 


R 


Beta 

Coefficient 


Level of 
Significance 




Social Utility 


*39 


.31 


,000 














sonal Discussion 




.18 


.000 




Perceived- Product 










^"biguity 


.50 


.16 


.002 




Price Consciousness 


,52 


.12 






Age 
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Age 
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TABLE 3 
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FOOTNOTES 

"Reipondents in the final saBiple^vere actimlly using on the average 
of i*.5 of^ these five products. ^ 

"Several validity checks perforaed by Clarke (l9T3)*in prevlouB 
studies of, ^infoCTation seeking showed thafr a person's need for informa- 
tion correlated strongly with his actual information-seek^^ng behavior. 

3 ■ i . 

Similar methods of index construction were used in previous studies 

of information seeking (Katona and Mueller, 1955s Robinson, 1967; Newman 

and Staelln, 1972). 

pretest had shown that those who were "less intereeted" than 

their friends tended to "disagree" with this statement. 
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